Abstract: Word-of-mouth (WOM) plays an increasingly important role in shaping consumers' online behaviors and preferences as users' opinions, choices, and decisions are frequently shared in social media. In this paper, we examine whether personality similarity between social media users can accentuate or attenuate the effectiveness of WOM leveraging data mining and machine-learning methods and the abundance of unstructured data in social media. Specifically, we study whether latent personality characteristics of users are associated with the effectiveness of WOM from purchases on social media platforms like Twitter and can predict their online economic behavior. Our paper provides insights regarding the future potential of social media advertising and advanced micro-targeting based on machine learning and natural language processing approaches. Panos' research program studies how information systems and technological artifacts affect the user behavior and transform business and society. His research focuses on personalization, mobile and social commerce, and online education. Some of the main research questions his recent papers address include how to alleviate the over-specialization and concentration bias problems of personalization techniques (e.g., "filter bubbles") by designing technical methods

